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International Marketing Intelligence And Marketing Research

Dr NK Tiwari

International marketing intelligence refers to the systematic collection, analysis, and
dissemination of information about the international market environment.

Marketing research is a process of gathering, analyzing, and interpreting information about
a product or service to make informed decisions about marketing strategies.

International marketing intelligence helps companies to understand the international
market environment and develop effective marketing strategies to enter and compete in the
global marketplace.

Marketing research helps companies to identify market opportunities, assess consumer
needs and preferences, and understand the competitive landscape.

International marketing intelligence and marketing research provide critical information
about customer behavior, product demand, pricing, distribution channels, and marketing
communication strategies.

Companies can use both primary and secondary data sources for international marketing
intelligence and marketing research, including surveys, interviews, focus groups, market
reports, and online research.

Primary data sources involve collecting data directly from customers, competitors, and
other stakeholders, while secondary data sources involve using existing data sources like
market reports and government statistics.

Companies can use international marketing intelligence and marketing research to develop
a comprehensive understanding of the international market environment, including cultural
and social norms, economic conditions, legal and regulatory requirements, and competitive
factors.

Effective international marketing intelligence and marketing research require careful
planning, data collection, analysis, and interpretation.

Marketing research can help companies to identify new market opportunities, target new
customer segments, and develop effective marketing campaigns to reach their target
audience.

International marketing intelligence can help companies to develop effective marketing
strategies that take into account cultural and social differences, market conditions, and

consumer preferences in different regions.
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International marketing intelligence and marketing research can help companies to identify
emerging market trends and adapt to changing market conditions.

International marketing intelligence and marketing research can help companies to assess
the effectiveness of their marketing strategies and make informed decisions about future
marketing initiatives.

International marketing intelligence and marketing research can help companies to
understand the strengths and weaknesses of their competitors and develop effective
competitive strategies.

International marketing intelligence and marketing research can help companies to assess
the potential risks and challenges associated with entering new markets and develop

effective risk management strategies.

International marketing intelligence and marketing research can help companies to identify
and evaluate potential partners, suppliers, and distributors in different regions.
International marketing intelligence and marketing research can help companies to develop
effective pricing strategies that take into account market conditions, customer preferences,
and competitive factors.

International marketing intelligence and marketing research can help companies to develop
effective product positioning strategies that take into account cultural and social norms,
market conditions, and consumer preferences in different regions.

International marketing intelligence and marketing research can help companies to develop
effective distribution strategies that take into account logistics, transportation, and local
distribution channels.

International marketing intelligence and marketing research are essential tools for
companies that want to succeed in the global marketplace by developing effective
marketing strategies that meet the needs and preferences of their target audience in different

regions.



